Mobile technology plays important role in various daily activities. Banking transaction is one of a transaction process which is transformed by information technology. Mobile banking (M-banking) has a dramatically growth rate according to the increasing number of mobile device users. However, there are many factors that relate in M-banking adoption process. This paper demonstrates a conceptual model and propositions for identifying Thai adopter factors of M-banking adoption for improving the M-banking adoption process especially in term of M-banking providers. Specifically, this explains and examines the relationship samong behavioral factors, perceived ease of use (PEOU), perceived of usefulness (PU), security factors, and trust factors, M-banking adoption, and M-banking Intention. Suggestions for future research and empirical testing of propositions are offered.
I. INTRODUCTION
Information Technology (IT) innovation has affected on many daily activities. Banking transaction is another activity that comes to play and quite significant for the daily living. Changes from applying technology in many ways have shifted the form of traditional banking transactions to mobile banking (M-banking) that emphasizes on the more convenience of customer usage [1] . M-banking is the transaction that brings technological advantages to apply with diverse functions for example, authentication, authorization, etc. Moreover, the amount of M-banking user has expanded dramatically in every year and in many countries for example in USA, Europe, and Asia [2] . Thus, various factors might affect the M-banking adoption such as unprompted on technology Infrastructure, user behavioral, security, and customer trust.
The Third generation communication technology (3G) is implemented in various countries included Thailand. Consequently with BOT survey in 2014demonstrates that there is an increasing growth of Thai M-banking transaction rate totaled 57,199 thousand transactions in 2013 which a 57.64 percent increase from 2012.Moreover, the fourth generation era of communication technology (4G) is under the development and implementation phase in some countries. As the mobile commerce increases in popularity, mobile banking continues to facilitate secure electronic commercial transactions between organizations and individuals [3] , [4] .A change from the former transaction and payment took place when the Internet was introduced to the users who wanted to Manuscript received January 9, 2014; revised March 15, 2015. Chat Chuchuen is with the Faculty of Business Administration, Maejo University, Chiang Mai, 50290, Thailand (e-mail: chat@mju.ac.th). pay via websites whose vendors were receivers, banks, or financial institutions, whenever and wherever they wished to. Since, it was mainly completed in a personal computer or a laptop, a prime concern was on safety caution against fraud. Since 2011, the world has obviously paced into the mobile device era. Sales of mobile devices such as smartphones and tablets have constantly increased for many years. Even though, the technology infrastructure limitations seem to be decreased; but there are other factors that M-banking service providers should concentrate for their service process improvement. Not only the factors that will relate in M-banking adoption process, but also user behavior, security, and trust that largely explored in many researches [5] , [6] . Thus, the user behavioral, perceived in usage, security, and trust in innovation is focused in this study.
Due to, there are many limitations in innovation adoption process, Hence, this study will explore in this following question;
What are the influencing factors in M-banking adoption in Thailand?
The objectives study of Thailand Mobile Banking Adoption: The study of Behavioral, Security and Trust which due to the problem statement above are stated as the following: 1) To identify relevant factors that influence in M-banking adoption in Thailand. 2) To determine the relationships among relevant factors in M-banking adoption, and M-banking intention.
II. LITERATURE REVIEW

A. Mobile Banking (M-Banking)
There is more freedom for the majority of banking services emulated M-banking as the bank uses mobile phones to perform on most of banking activities. The former studies presented so many adopted M-banking definitions. M-banking is a mobile payment and commerce application that allows the clients with virtual convenient banking at any time and place [7] . This is termed as the banking provision and financial services in associated for instance, mobile devices money transferring, bank saving and stock exchange transactions [6] . Variety of financial functions are provided from M-banking services such as merchants commercial payments, utilities bill-payments, person to person (P2P) transfers, business to person (B2P) transfers, business to business (B2B) transfers, and long-distance remittances [8] . M-banking according to Donner et al., [9] is termed as "collectively to the applications set that allow people to use mobile phones in their bank accounts manipulation and store the account value in connection with their handsets, access to credit and insurance products or funds transfer." M-banking is defined by mobile phone providers as the potential service that offer for customers to boost their loyalty while charging for messaging and generating fees [10] . Financial institutions with the difficult time to offer the profitable services to poor client via traditional channels see M-banking as the "branchless banking form." While according to [11] this can lower the low-income customers serving costs. Many of M-banking transactions and service provider from many nations in particular Thailand that keeps progressing every year. The value and volume of Thailand M-banking transaction will be demonstrated in the table below. We can classify M-banking into three types [5] namely: 1) Wireless Application Protocol (WAP) M-banking. 2) SMS/text alerts M-banking. 3) Unstructured Supplementary Service Data (USSD) M-banking.In this study, the author defined M-banking as the operation of payment initiating by mobile device to allow and confirmfor the banking transaction [3] , [7] , [9] .
B. Theory of Plan Behavior
Starting from Theory of Reasoned Action in 1980, Theory of Planned Behavior (TPB) used to forecast the intention of individual to make the behavioral engagement on particular place and time frame [12] . The intent of this theory is to describe total of behaviors that person can exert their self-control [13] . This model has the key component as the behavioral intent since it can be influenced via the potential attitude and the expected outcome can result from the behavior and the subjective risk and benefits evaluation from that consequence [13] .
C. Technology Acceptance Model TAM refers to Theory of Reasoned Action (TRA) adapting to IS field. It is posited by TAM that the perceived on ease of use and perceived usefulness can reflect the intention of person to adopt the system with adopting intention that serve as the actual system use mediator [14] , [15] . The author presented the original TAM in regard of two key system determinants which are the perceived usefulness (PU) and perceived ease of use (PEOU). The attitude toward using (ATU) in this model can directly forecast the behavioral intention of users by using (BI) to determine the real system use (AU). It is suggested from various researchers that it requires TAM to include more variables to strengthen the model [16] , [17] .
III. CONCEPTUAL MODEL AND THE PROPOSITIONS
From the literature review, the variable from Theory of Planned and Behavior (TPB),Technology Acceptance Model (TAM), perceived of customer trust, and perceived of security should be tested among intention in M-banking adoption in Thailand,and their actual M-banking adoption [5] , [15] , [18] . Hence, the research conceptual framework is presented as follows; 
A. Customer Attitudes, Subjective Norm, Perceived Behavioral Control
The TPB has been successfully used to predict and explain a wide range of health behaviors and intentions including smoking, drinking, health services utilization, breastfeeding, and substance used among others [18] . The TPB states that behavioral achievement depends on both motivation (intention) and ability (behavioral control) [12] , [13] . It distinguishes between three types of beliefs -behavioral, normative, and control as follow. 1) Customer attitude refers to the degree to which a person has a favorable or unfavorable evaluation of the behavior of interest. It entails a consideration of the outcomes from the behavioral performance [13] , [18] . 2) Subjective norms refer to the belief on whether most of people approve or disapprove of the behaviors. It relates to a person's beliefs about whether peers and people of importance to them think that he or she should engage in the behavior [13] , [18] . 3) Perceived behavioral control refers to a person's perception on the ease or difficulty in behavior of interest performance. Perceived behavioral control can be varied across situations and actions, which results in a person having different perceptions of behavioral control depending on the situation. This construct of the theory was added later, and created the shift from the Theory of Reasoned Action (TRA) into the Theory of Planned Behavior (TPB) [13] , [18] . Therefore, previous studies lead to the following propositions;
P1: Customer attitudes will be positively related to an intention to use M-banking. P2: Subjective norm will be positively related to an intention to use M-banking.
P3: Perceived behavioral control will be positively related to an intention to use M-banking. International Journal of Social Science and Humanity, Vol. 6, No. 7, July 2016 B. Perceived Ease of Use (PEOU) and Perceived Usefulness (PU) Perceived usefulness (PU) is also seen with the direct impact from the perceived on ease of use. Researchers have simplified TAM by removing the attitude construct found in TRA from the current specification [19] . The attempts to extend TAM have generally taken one among the three approaches: by introducing factors from related models, by introducing additional or alternative belief factors, and by examining antecedents and moderators of perceived usefulness (PU) and perceived ease of use (PEOU) [20] . In this study, perceived usefulness (PU) refers to the tendency that customer will use or will not use M-banking system from the extent that they believe it will help them process their task well [19] . And Perceived ease of use (PEOU) refers to the degree to which a person believes that online transactions engaging via M-banking would be free of effort [21] . A system that is easy to use will easily accomplish tasks compared to the more difficult system [17] . Thus, from above studies, they lead to the following propositions:
P4: The perceived ease of use in M-banking will be positively related to an intention to use M-banking.
P5: The perceived usefulness in M-banking will be positively related to an intention to use M-banking.
C. Perceived Trust in M-banking
The services such as financial transactions from one account to another account, loans, and retail sales are the services provided by M-banking and M-payment [22] . Clients can obtain the balance related information via their mobile devices in form of SMS. There are 4G LTE, 3G and EDGE that allow clients to access a large service range such as financial transferring from one to another account, stock trading, and M-payment for items purchasing done via mobile devices. As such, M-banking and M-payment seem to gain more popularity in Europe, while in the United States, due to the absence of clients" trust on M-banking, then banks have closed these services.The key factors for M-commerce, M-banking, and M-payment advancement are for convenience and security [3] . Trust in M-banking is seen as the top crucial factor for the reason that the financial transactions have to be done online without face-to-face contact. Trustworthiness also means the confidence on a business partner that can convince that the partner will conform to the business rules [23] . Technologies acceptance and willingness to transfer money has depended on customer trust. Customers have less trust on M-banking and M-payment due to some issues related to M-banking and M-payment adoption cost, security, and convenience in the process. This leads to the proposition 6:
P6: The perceived trust in M-banking usage will be positively related to an intention to use M-banking.
D. Perceived Security
For M-banking, the security issue is a source of concern among users while so far numerous solutions and systems have been presented in order to increase M-banking security [22] , [24] . The security problems and issues would be based on various M-banking technologies. In network banking, the problems of information security are for instance hackers, virus attacks, etc. which can take place in M-banking system operation as well. Hence, the proposition is:
P7: The perceived security in M-banking usage will be positively related to an intention to use M-banking.
E. Intention to Use M-banking
Studies have pointed out that the level of trust in a firm affects customers" intention to make use of its services or products [25] , [26] . Jarvenpaa & Tractinsky [27] showed that customers" confidence in an internet shopping mall affected their intention to purchase. McKnight et al. [28] , [29] depicted a close association between trusting beliefs and trusting intentions. Kim &Prabhakar [30] demonstrated that a consumer"s willingness to take part in online banking is contingent on his/her level of trust. According to Suh & Han [24] , trust mediates the relationship between a person"s perception of security control and his/her acceptance of online banking. In their qualitative study, Rotchanakitumnuai & Speec e [31] found that the limited success of internet banking in Thailand was resulted from the lack of people trust on the service providers. Additionally, several studies that examined on internet shopping services demonstrated a link between trust in Web stores and customers" usage or usage intentions [32] . Intention To Use (ITU) M-banking refers to the user"s likelihood to use online transactions through M-banking [33] , [34] . Thus, the proposition is:
P8: Intention to Use M-banking will be positively related to the actual adoption of M-banking.
IV. CONCLUSION AND DISCUSSION
According to conceptual framework model, four important factors related to the M-banking customers are affected on the intention and adoption of M-banking. From the first variables in testing, which is customer behavior factor in M-banking usage, any customer who has good attitudes, subjective norms or high interesting in using mobile application or E-banking should have higher intentions on M-banking operation. For the second variable, perceived ease of use and perceived usefulness in M-banking usage, the customer who gain benefits and high familiarity in mobile application or E-banking will have higher intentions in M-banking usage. Thirdly, the perceived of customer trust in M-Banking adoption explains that when a customer feels that he or she can perceive more trust and high secure in M-banking functions, the customer will have higher intentions toward M-banking adoption. Finally, the relationship between M-banking intention and M-banking adoption which refers to satisfaction showed that any customers have high expectations toward M-banking, thus service providers should provide their M-banking services at their expected level in order to increase the level of customer satisfaction.
V. FUTURE STUDY AND LIMITATION
The opportunities for future research for this paper should continue the empirical research to test the proposition with the sample that can show the related direction of the proposition. The other, to consider in some variable factors that can be adopted for future studies for test the other dimensions and the study should be able to replicate the process in other type of mobile application such as M-payment, M-commerce etc. Finally, we encourage this research work will be more beneficial if it is expanded in the future to test the relationships in our suggested model by using the empirical data or other techniques.
